ensulting case study

CRM — Aligning Customer Expectation and Experience Across Multiple
Sales Channels

Client Objectives

Our client, one of the world’s largest utilities providers, sells value added services
to prospective and new customers through its own in house contact centre. Sales
enquiries are generated through a variety of marketing channels; including Direct
Response Television advertising, press advertising, and direct mail. The
organisation is always looking at ways in which it can maximise the conversion of
these expensively generated sales leads into customers.

The client approached maia consulting to conduct research into how the
customers’ needs and their expectations of service differed depending on the
channel through which they made contact, with the ultimate aim of realigning the
customer experience so that it matched as closely as possible customer
expectations.

maia’s approach
maia employed a three stage strategy to deliver the client’s objectives;
a) Customer Research
maia designed a qualitative customer experience survey to test the following;

Recollection of the marketing material that prompted the call

What the customer expected to achieve on the call, what they actually
achieved, and any gap between expectation and reality

Expectations of the automated IVR menu system and actual
experience of the system

Expectation and experience of wait and hold times

Pre and post call knowledge of the products and services and the
effect of the call on this level of knowledge

Customer’s perception of agent skill and knowledge
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maia contacted a sample of consumers who had made an enquiry about the
product. As contacting customers whilst their customer experience was still
fresh in their mind was imperative, maia contacted all available prospects
within a 1 hour window of the original enquiry.

b) Customer Segmentation

The results of the survey were used to put together customer profiles which
summarised customer expectations, perceptions, and behaviour by marketing
channel.

c) Customer Experience Alignment

The results of the research and customer segmentation stages of the project
were used, along with additional sources of information on customer
behaviour, to create channel treatment plans. These treatment plans covered
each part of the customer journey from dialing, through the IVR menu options,
right down to the interaction the customer had with the customer.

The maia training team ran a series of half day workshops at our client’s
offices during which the results of the project were communicated directly to
the contact centre agents, and a tailored approach to selling to different
customer types was created.

The Results

maia delivered a report, recommendations and training package which enabled
our client to;

make changes to their IVR menu and routing to provide customers with
the service and sales options they needed.

recognise that customer buying behaviour is affected by marketing
channel and adapt the sales approach to suit the customer type.

enhance the customer experience through a ‘tailored’ sales and service
approach

If you would like to talk to us about how we can help your business, we would
love to hear from you. You can contact us on contactus@maiagroup.co.uk,
telephone us on 0870 7744220, or visit our website at www.maiagroup.co.uk
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